This study develops an extended model to predict consumer acceptance of electronic-shopping (e-shopping) based on the theory of reasoned action (TRA) and the technology acceptance model (TAM). Our model was tested using data collected from 212 questionnaires and analyzed using multiple regression. The results show that individual attitudes toward e-shopping are strongly and positively correlated with user acceptance. The empirical results confirmed that perceived ease of use of trading online (PEOUT) and perceived usefulness (PU) significantly determine individual attitudes toward e-shopping, as well as confirming the significant effect of perceived ease of use of the Web on PEOUT, which in turn affects PU. However, PU was not found to affect user acceptance significantly. Additionally, user satisfaction with the Internet/WWW and perceptions of information, system and service were shown to affect user acceptance significantly. Overall, the proposed model could be used to predict consumer willingness to shop on the Web. #
Introduction
Electronic commerce generally refers to the sale and purchase of products and services on the Internet; consumer purchasing decisions mainly depend on individual evaluations of the value of products or services. Keeney [27] used a value proposition of e-commerce to represent customer evaluations, defining it as the net value of the benefits and costs associated with the transacted products or services in the processing of finding, ordering and receiving. With this, evaluations of outcomes about fundamental transaction objectives may influence buyers' decisions. For B2C e-commerce, electronic-shopping (e-shopping) involves intensive communication of information, and thus is an interactive behavior involving consumers and firms, conducted via the Internet or World Wide Web (WWW). Sellers can easily enter an e-market, reducing the costs of constructing and maintaining e-stores, especially of production, delivery, and storage of digital products or on-line services. From the perspective of consumers, an e-market is a trading center that supports the main e-shopping processes-from searching and requesting target products/services, through evaluating and selecting candidate products or services, to ordering, delivery, and final payment. The new channel of e-shopping thus has changed the relationship between consumers and firms. Thus, e-shopping is treated as a voluntary behavior in which consumers become more active and autonomous during a transaction [21] .
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Technology acceptance model
According to the theory of reasoned action (TRA) model [4, 13] , an individual's performance in a specific behavior is determined by his or her behavioral intentions, which themselves are jointly determined by individual attitudes and subjective norms. Attitudes are defined as the positive or negative feelings of an individual toward a specific behavior, and these are influenced by individual beliefs. An extended model of TRA, namely the theory of planned behavior (TPB) was derived by adding perceived behavioral control as a determinant of behavior [2, 3] . TRA and TPB have been empirically validated, and both models are widely used for predicting or explaining cognitive and affective behavior using the beliefattitude-intention-behavior relationship in social psychology.
Building upon TRA, Davis [9] proposed the technology acceptance model (TAM) to explain and predict user acceptance of information systems (IS) or information technology (IT). Davis [11] defined perceived usefulness (PU) as, ''the degree to which a person believes that using a particular system would enhance his or her job performance'', and defined perceived ease of use (PEOU) as, ''the degree to which a person believes that using a particular system would be free of effort''. Within TAM, PU is a major factor, and PEOU is a secondary factor, in determining system usage. Moreover, Davis suggested that PEOU has a positive, indirect effect on system usage through PU. Empirical studies of TAM have shown that usage of IS is determined by user behavioral intentions, which themselves are jointly determined by user PU and attitudes toward using the IS, the last of which are jointly determined by user PU and PEOU. This also has a positive but indirect effect on attitude through PU [10] . Many IS studies have been conducted based on the TAM, since PU and PEOU are two general beliefs suited to predicting IS usage. All relevant empirical studies, such as the measurement of user acceptance of IT [1] , and the self-reported usage of IS [43] , have supported the hypothesis of TAM that PU is directly related to IT/IS usage. Different from prior studies [8, 17] , Venkatesh and Davis [46] have shown that PEOU has a positive, direct effect on user acceptance of IT. However, no consistent conclusions have yet been reached about the effect of PEOU on IS/IT usage.
Technological and organizational support
Triandis [45] stated that facilitating conditions determine individual behavior. According to him, facilitating conditions represent the objective environmental factors that allow individuals to use an IS or IT. As verified in prior studies, organizational facilitating conditions affect individual use of PCs at work [38, 44] , and technological facilitating conditions determine individual intentions to use the Internet/ WWW [7] . Moreover, organizational support not only influences PU and PEOU, but also affects the use of PCs [22, 24] . Briefly, technological and organizational support can determine IT behavior.
Extended model and research hypotheses
Based on the belief-attitude-intention-behavior relationship in the TRA, this study proposes a model ( Fig. 1 ) extending TAM to predict consumer e-shopping behavior. The model not only includes PEOU, PU, attitudes toward e-shopping and user acceptance, but also adopts the Web environmental factors as the facilitating conditions of e-shopping, and includes perceived quality with respect to the websites by following Davis's [12] TAM involving system variables. Moreover, the empirical study tests the extended model using a questionnaire-based (as summarized in Appendix A) survey to explore the possible antecedent-consequence relationships.
User acceptance of e-shopping
When a consumer asks for product or service information, places an order, or pays over the Internet/ WWW, he or she will have perceptions of the target products or services, and will perform the transaction after evaluating its value in terms of benefits and costs. Perceptions of value assessments in e-shopping are termed user acceptance of e-shopping here. Based on the postulate of TRA, this study adopts user acceptance to represent individual behavioral intent towards e-shopping. Consequently, user acceptance is used as a surrogate for predicting actual consumer e-shopping behavior. Given the diversity of product types and delivery modes on the Internet/WWW [35] , products and services were classified into physical products, such as PCs or mobile phones, digital products, such as software, and on-line services, such as hotel registration. From the perspective of e-shopping flow, this suggests that ordering, requesting post-purchase service, taking delivery, and paying on-line are the four main phases of a transaction between consumers and firms in e-shopping. Thus, user acceptance is split into user acceptance of products/services and user acceptance of on-line offerings. According to the relationship between behavioral intention and behavior in the TRA, greater user acceptance implies increased willingness to e-shop.
Attitude toward e-shopping
According to the operational definition of TRA, individual attitudes toward a behavior are determined by individual affective beliefs about behavioral consequences and the evaluations of them. As proposed in TRA and TAM, attitude was expected to influence behavioral intention in using an IS. Thus, this study postulates that individual attitudes toward e-shopping affect user acceptance. As shown in Fig. 1 , the following hypotheses about attitude are tested:
Hypothesis 1a. Individual attitudes toward e-shopping positively affect user acceptance of [physical products/digital products/on-line services]. Hypothesis 1b. Individual attitudes toward e-shopping positively affect user acceptance of [ordering/ post-purchase service/taking delivery/paying] on-line.
Perceived usefulness
According to the postulates and empirical results of TAM [33] , the original PU is positively correlated with user attitudes toward an IS and its use. A website can be viewed as an IS, and provides information to its users. Therefore, consumers may perform e-shopping only if a website effectively assists them in completing transactions. We consider the PU to be perceived value (or perceived benefit), defining it as effectiveness of eshopping as perceived by the consumer. After revising Davis's definition of PU, the PU of e-shopping is defined as, the degree to which an individual believes that trading on the Web would enhance the effectiveness of his or her shopping. The following related hypotheses concerning the revised PU are:
Hypothesis 2a. Individual PU positively affects attitudes toward e-shopping. Although Davis found that PEOU is positively correlated with system usage, he inferred that PEOU does not affect system usage if PU is under control. However, the positive relationship between PEOU and usage intentions was also suggested by Venkatesh and Davis. An analysis of the influential differences among prior studies shows that the effect of PEOU on IS/IT usage decreases with increasing user familiarity with the IS/IT. Restated, PEOU does not affect IT usage if the complexity of IT is very low. PEOU is therefore divided into two parts: PEOU of the Web (PEOUW) and PEOU of trading on-line (PEOUT). The former refers to ease of browsing, while the latter refers to ease of trading. The following hypotheses about PEOUW are tested here to explore the antecedent-consequence relationships in the extended model:
Hypothesis 3a. Individual PEOUW positively affects attitudes toward e-shopping. 
Web environment
According to Triandis' model, facilitating conditions determine IS/IT usage behavior. Similarly, the Web environment is an important facilitating factor of e-shopping. Generally, most consumers evaluate the Web environment before performing e-shopping in an e-market. We select Web security and access costs as environmental constructs and measure them using individual perception.
Web security
Consumers considering shopping on the Web are very concerned with payment risk, or personal risk [26] , which mostly depends on security. In surveying attitudes toward Internet-based e-banking, Liao and Cheung [30] found that system security is a significant determinant of customer attitudes toward system use. Moreover, all measures of the system security were conducted on the security of accessing the Web. Thus, we test the following hypotheses:
Hypothesis 5a. Web security positively affects the PEOUW of e-shopping.
Hypothesis 5b. Web security positively affects the PEOUT of e-shopping. Hypothesis 5f. Web security positively affects user acceptance of [ordering/post-purchase service/taking delivery/paying] on-line.
Access costs
The cost of accessing the Web is an important part of searching costs for consumers using the e-market [41] . We define access costs as including the network speed and the cost of accessing the Internet, both of which are easy to measure. The following hypotheses are therefore tested:
Hypothesis 6a. Access costs negatively affect the PEOUW of e-shopping.
Hypothesis 6b. Access costs negatively affect the PEOUT of e-shopping.
Hypothesis 6c. Access costs negatively affect the PU of e-shopping. Hypothesis 6f. Access costs negatively affect user acceptance of [ordering/post-purchase service/taking delivery/paying] on-line.
User satisfaction with the Internet/WWW
Previous studies have indicated that user information satisfaction affects the effectiveness of IS [16, 18, 25] , system usage [6] , as well as, directly or indirectly, affecting IS performance through IS usage [23] . Although Davis did not include user information satisfaction in his TAM, we revised it based on prior studies and define it as user satisfaction with the Internet/WWW. Regarding e-shopping, this study expected to derive the new relations among US, PU and PEOU. As consumers usually access the Internet/WWW to search for information before making purchases, this study infers that US directly and indirectly affects user acceptance of e-shopping: Hypothesis 7a. Individual US positively affects PEOUW of e-shopping. 
Perceived quality of e-shopping
Consumers usually expect websites to support their shopping on the Web. For example, they may require accurate or available information on target products or services, a reliable website for accessing products or services, and good service. According to an expectancy-value approach, those perceptions of e-shopping are termed: perceived quality of information, system, and service. Moreover, these three constructs are the determinants of the success of websites [31] . Thus, this study postulates that perceived quality of information, system, and service can positively or negatively affect e-shopping behavior.
Perceived information quality
We considered information quality to be the output quality of IS, then used it to represent information characteristics. For example, Bailey and Pearson [5] developed scales for measuring IS satisfaction, including accuracy, precision, currency, timeliness, etc., to evaluate information quality. Previous studies frequently used information quality to measure IS performance [32, 34, 40] . Information quality is included in an assessment of the effect of Web use, especially on searching products/services in e-shopping. During e-shopping transactions, both consumers and firms communicate and coordinate by exchanging and sharing information via the Internet. Thus, perceived information quality is assessed using consumer perceptions of the quality of information on the Web. Perceived information quality is assumed to affect PEOUT, PU, attitudes toward e-shopping and user acceptance of e-shopping:
Hypothesis 8a. PIQ affects individual PEOUT. 
Perceived system quality
System quality refers to the processing characteristics of an IS. Many studies thus have adopted system quality to measure IS performance [20, 42] . The support functions of an IS are measured as ''system quality''. Thus, we consider consumer perceptions of the general and common support functions of information searching provided by websites as a measurement of perceived system quality. Accordingly, this extended model assumes that the perceived system quality of websites affects PEOUT, PU, attitudes toward e-shopping and user acceptance of e-shopping: 
Perceived service quality
Parasuraman et al. [37] developed a 45-item instrument, namely SERVQUAL, to measure service quality in terms of tangibles, reliability, responsiveness, assurance and empathy, to assess customer expectations and perceptions of quality of service from both service and retailing organizations. In assessing the effectiveness of IS, many researchers have used SERVQUAL to measure IS service quality [28, 39, 47] . Their empirical results have shown that service quality is a determinant of IS success. According to Jarvenpaa and Todd's survey, many consumers said that they were dissatisfied with the quality of service provided by estores. Moreover, service quality was found to determine consumer willingness to e-shop [29] . When consumers initially access websites to search for products or services, service quality perceptions of websites may encourage or discourage them to make a purchase via the Web. In the extended model, perceived service quality of websites is assumed to affect PEOUT, PU, attitudes toward e-shopping and user acceptance of e-shopping: 
Research methodology
Sample and procedure
Many office workers access the Internet/WWW to search for information, and to communicate with other people or organizations. Office workers familiar with the Internet can be viewed as potential consumers since they have more chances to shop via the Internet than others. In the context of the Web, we selected office workers who have Internet/WWW experiences as subjects to investigate their perceptions and willingness to engage in e-shopping. All respondents, whose privacy was ensured, were asked to indicate the extent to which they agreed with the statements in the questionnaire.
Employees of eight small and medium-sized organizations in Taiwan, dealing in such diverse fields as PC manufacturing and sales, government projects, academia, avionics product manufacturing, information system development, asset insurance, car loans, and banking, participated in the study. For each organization a senior employee, with 3-10 years of work experience in their current position, was selected to distribute and collect the questionnaires. At each organization the survey was completed within a 3-week period. A total of 320 questionnaires were distributed to the organizations, and 242 were returned (a response rate of 75.6%). As a result, 212 usable questionnaires were collected after eliminating 30 that included incomplete or conflicting replies (a net response rate of 66.2%).
Measurement
Appendix A outlines the measurement scales used to operationalize research constructs. Respondents were asked to indicate agreement with each statement in a measure using a five-point Likert-type scale (1, strongly disagree; 2, disagree; 3, neutral; 4, agree; 5, strongly agree). The measures related to each construct then were assessed using respondent perceptions:
Following the definition in the TRA, attitude is measured in terms of individual preferences and interests via feelings and evaluations regarding eshopping outcomes. The objectives (25 of 43 fundamental objectives) of most consumers in e-commerce include ''minimizing cost'', ''minimizing time to receive product'', ''maximizing convenience'', and ''minimizing time spent during a transaction''; these are related to the benefits and costs associated with e-shopping. That is, consumers prefer to evaluate the effectiveness of e-shopping based on its benefits and costs, rather than assessing the abstracted items of the original PU. Thus, our study measured the revised PU in terms of two important items: transaction cost and timeliness (the overall benefit of e-shopping). (4) PEOUW and PEOUT e-Shopping involves consumers and firms interacting via the Internet/WWW, and thus interactive processes of browsing, messaging and uploading/ downloading. Accordingly, this study focused on assessing the ease of its main processes, rather than its overall ease. Thus, measures of original PEOU were revised to meet this study. Since ease of accessing the Web differs from that of e-shopping procedures, PEOU is replaced with PEOUW and PEOUT. PEOUW was measured in terms of two items, ease of browsing and inquiry, while PEOUT was measured in terms of ease of ordering, receiving products and services, and paying via the Web. (5) US US is measured in terms of four composite items about Internet/WWW utilization: enhancement of quality of life, ability to learn, job performance, and domain knowledge as perceived by respondents in their current use of the Internet/ WWW. (6) PIQ, PSQ and PSvQ
Our study developed composite measures of perceived quality by referring to items in prior studies. Some original items were revised to meet our study. In summary, our empirical study measured perceived quality of information, system, and service regarding customer expectations in e-shopping processes. Specifically, PIQ was measured in terms of five composite items: accuracy, completeness, understandability, timeliness, and availability of information provided by websites. Moreover, PSQ was measured in terms of three composite items: query and search supporting functions, and Web site reliability. Finally, PSvQ was measured in terms of four composite items: delivery timing, ease of returning merchandise, ease of payment, and protection of privacy. (7) UA UA was divided into user acceptance of products/services and on-line offerings to elucidate in detail behavioral intentions in e-shopping. The former was split into UA of physical products, digital products, and on-line services. The latter was split into UA of ordering, requesting postpurchase service, taking delivery, and paying online. Each UA was operationalized using a single measure in the questionnaire.
Research results
Profile of the respondents
As will be seen in Table 1 , most respondents (over 98%) had a college degree, or above, and their average age was 31.6 years. They had an average of 7.7 years of work experience, with 5.4 years at their current company. The jobs ranged widely, and included administration, IT/EE, management, planning, research, and technical support. Most respondents (82.5%) had to use the Internet/WWW, and respondents had an average of 4.3 years of experience in using the Internet/WWW. However, just 33.5% had e-shopping experience. Generally, all respondents were familiar with the Internet/WWW. Overall, the sample group could be considered potential consumers to firms in e-marketing, and thus met the necessary conditions for taking this survey.
Testing the extended model
The constructs of the extended model were tested using convergent and discriminant validity to examine whether the constructs employed were adequate for predicting user acceptance of e-shopping.
Convergent validity
Fornell and Larcker [14] proposed three measures, including the item reliability of each measure, the composite (construct) reliability of each construct, and the average variance extracted for each construct, to assess the convergent validity of the measurements. The item reliability of a measure was assessed using its factor loading of the underlying construct. Hair et al. [19] suggested that a measure is significant if its factor loading greater than 0.5; this criterion was adopted to examine the item reliabilities of all measures. As shown in Table 2 , the eigenvalues of all factors exceeded 1.0. Moreover, the percent of cumulative variance in these 10 factors was 77.9%. Furthermore, the factor loadings of all measures on their underlying constructs exceeded 0.5 and the factor loadings of other constructs were below the 0.5 threshold.
Construct reliability was assessed using Cronbach's a. Nunnally [36] suggested that a reliability of a construct between 0.6 and 0.8 is acceptable. As shown in Table 3 , with the exception of the dependent variable with a single measure, the reliabilities of all other constructs are between 0.63 and 0.95, thus passing the test of construct reliability.
Fornell and Larcker suggested that the average variance extracted from a construct should exceed 0.5. From Table 3 , the average variance extracted from each construct exceeded 0.5. Overall, the convergent validity test indicated that the proposed constructs of the extended model were adequate.
Discriminant validity
Discriminant validity is used to assess the extent to which constructs differ. Generally, a measure should correlate more highly with other measures of the same construct than with measures of other constructs. As suggested by Fornell et al. [15] , the squared correlations between two different measures in any two constructs should be statistically lower than the variance shared by the measures of a construct.
Following these arguments regarding discriminant validity, we tested constructs rather than measures. Table 4 presents the results of the discriminant validity test. All shared variances between any two different constructs were less than the amount of variance extracted by one of the two constructs. Therefore, the constructs of the extended model exhibit adequate discriminant validity.
Regression analysis of the extended model
Our empirical study is an early piece of research in the theory generation phase, and thus multiple regression analysis was used to test the possible a Construct reliability is estimated using Cronbach's a coefficients.
b Portion of variance extracted is estimated by computing, squared sum of factor loadings/number of factors of the underlying construct. antecedent-consequence relationships in the extended model. The regression model was adequate, passing the normal distribution test, and the multicollinearity among the selected constructs was ignored after diagnosis.
5.3.1. Predicting user acceptance of e-shopping 5.3.1.1. User acceptance of physical products. As shown in Table 5 , individual attitudes toward e-shopping and PIQ were found to have strong positive effects on user acceptance of physical products. Additionally, PSvQ negatively affected user acceptance of physical products. Overall, this regression model explained up to 35.4% of the variance in user acceptance of physical products.
5.3.1.2. User acceptance of digital products. Table 5 shows that individual attitudes toward e-shopping to be strong and positive in affected user acceptance of digital products. Additionally, US, PIQ and PSQ were found to have significant positive effects on user acceptance of digital products. However, PSvQ significantly and negatively affected user acceptance of digital products. This regression model explained up to 42.2% of the variance in user acceptance of digital products.
5.3.1.3. User acceptance of on-line services. Table 5 shows that individual attitudes toward e-shopping and US significantly and positively affected user acceptance of on-line services. In contrast, access costs were found to significantly and negatively affect user acceptance of on-line services. This regression model explained 28.3% of the variance in user acceptance of on-line services.
5.3.2.
Predicting user acceptance of on-line offerings 5.3.2.1. Ordering. Table 6 shows that only individual attitudes toward e-shopping was found to have a significant and strong positive effect on user acceptance of ordering on-line. This regression model explained up to 41.8% of the variance in user acceptance of ordering on-line.
5.3.2.2.
Post-purchase service. From Table 6 , individual attitudes toward e-shopping, PEOUW and US significantly and positively affected user acceptance of on-line post-purchase service. Overall, this regression model explained 20.5% of the variance in user acceptance of on-line post-purchase service.
Delivery.
In surveying the delivery of digital products or on-line services, Table 6 presents the strong Table 5 Regression results on predicting user acceptance of physical/digital products and on-line services and significantly positive effects of individual attitudes toward e-shopping on user acceptance of taking delivery on-line. Additionally, Web security was found to have a significant positive effect on user acceptance of taking delivery on-line. Overall, this regression model explained 26.5% of the variance in user acceptance of taking delivery on-line. Table 6 , individual attitudes toward e-shopping, Web security and PIQ were found to have significant positive effects on user acceptance of paying on-line. However, US was found to have a significant negative effect on user acceptance of paying on-line. Consequently, this regression model explained up to 36.4% of the variance in user acceptance of paying on-line.
Pay. From
Explaining attitude
As shown in Table 7 , Web security, PEOUT, PU and US significantly and positively affected individual attitudes toward e-shopping (supporting Hypotheses 5d, 4a, 2a and 7d, respectively). On the contrary, access costs significantly and negatively influenced individual attitudes toward e-shopping (supporting Hypothesis 6d). This regression model explained 31.3% of the variance in individual attitudes toward e-shopping. Table 8 shows that Web security has a significant positive effect on PU (supporting Hypothesis 5c). This empirical study also found that PEOUT significantly and positively affects PU (supporting Hypothesis 4b). Accordingly, this regression model explained 13.9% of the variance in PU of e-shopping.
Explaining PU
Explaining PEOUT
According to Table 9 , PEOUW and US were found significantly and positively to affect PEOUT (supporting Table 6 Regression results on predicting user acceptance of on-line offerings Hypotheses 3c and 7b, respectively). The regression model explained 18.5% of the variance in PEOUT of e-shopping.
5.3.6. Explaining PEOUW From Table 10 , Web security and US significantly and positively affected PEOUW (supporting Hypotheses 5a and 7a, respectively). The regression model explained only 5.3% of the variance in PEOUW of e-shopping.
Summary of results
The significant standardized b coefficients of the extended model are shown in Fig. 2 . As theorized in the hypotheses, consumers have different acceptance regarding distinct types of products or services as well as different on-line offerings. In sum, Hypotheses 1a and 1b were fully supported; Hypotheses 3e, 5f, 6e, 7e, 7f, 8d, 8e, 9d and 10d were partially supported. In contrast, Hypotheses 2b, 2c, 3a, 3b, 3d, 4c, 4d, 5b, 5e, 6a, 6b, 6c, 6f, 7c, 8a, 8b, 8c, 9a, 9b, 9c, 9e, 10a, 10b, 10c and 10e were not supported.
Discussion
This study suggests that user acceptance is a better indicator of e-shopping intentions than user satisfaction. In testing the extended model, we found that individual attitudes toward e-shopping significantly and positively affect user acceptance, confirming the theoretical postulation of TAM. Briefly, consumer attitudes toward e-shopping strongly determine their willingness to use the Internet/WWW to shop for physical or digital products or on-line services, or to place an order, request post-purchase service, take delivery and make a payment. We also confirmed that both PU and PEOUT determine consumer attitudes toward e-shopping. The results reveal that consumer perceptions of the ease and effectiveness of e-shopping may indirectly lead to consumer acceptance of e-shopping via their attitudes. The significant positive effect of PEOUT on the revised PU is also confirmed; this is consistent with TAM. As expected, the significant positive effect of PEOUW on PEOUT was validated. However, inconsistent with the proposition of TAM, this study did not find that the revised PU significantly affected user acceptance of e-shopping.
The empirical results show that Web security did not affect consumer willingness to shop for any types of products or services via the Internet. Among the processes involved in e-shopping, consumers were most concerned with Web security during the delivery and payment phases. The findings reveal that the Web-based security determine consumer willingness to download digital products and transfer money via the Internet. Generally, high Web security directly increased consumer attitudes toward e-shopping, or indirectly increased their attitudes by boosting their perceptions of the usefulness of e-shopping. As expected, high access costs would decrease consumer attitudes toward e-shopping, thus reducing their willingness to shop on-line services. In the extended model, US determines PEOUW, PEOUT and the attitudes toward e-shopping. As a result, high user satisfaction with the Internet/WWW would increase consumer willingness to shop for digital products and on-line services, and to accept post-purchase services. Many Internet users rigorously assessed the effectiveness (or value) of e-shopping.
The empirical results imply that consumers who emphasize the importance of information quality prefer to shop for physical or digital products on the Web or pay on-line. Moreover, a reliable Web system that supports e-shopping functions could increase consumer intentions to shop for digital products. When consumers are concerned with service quality, they have low willingness to shop for physical or digital products on the Web.
The empirical findings presented in this study also provide helpful market strategies that e-stores can use to enhance consumer willingness to shop on-line. Our study thus suggests that providing consumers with secure Web systems or low access costs or increasing their perceptions of the usefulness and ease of on-line trading would indirectly improve their acceptance of e-shopping via creating positive attitudes. The unexpected negative effect of US on user acceptance of paying on-line reveals that most Internet users are worried about transferring money in the current Web system.
Limitations
The extended model should be interpreted carefully when applied to predict the e-shopping behavior of inexperienced Internet users, or extending the results to other consumers.
Only 33.5% of the respondents had e-shopping experience, which may lead to opposite cognitive impacts on assessing individual PU and PEOU of e-shopping between experienced and inexperienced consumers. This phenomenon is different from that of prior studies, which assessed the PU and PEOU from experienced IS/IT users. Basically, the model was used to predict respondent willingness (user acceptance) to shop on the Web via the theoretical determinants of IS/IT behavior in prior studies.
Perceived usefulness (PU) PU1
Trading on the Internet/WWW will save me time PU2
Trading on the Internet/WWW will reduce my costs Completeness of information will affect my decision to e-shop PIQ3
Understandability of information will affect my decision to e-shop PIQ4
Timeliness of information will affect my decision to e-shop PIQ5
Availability of information will affect my decision to e-shop 9. Perceived system quality (PSQ) PSQ1 The query supporting function of Web sites will affect my decision to e-shop PSQ2
The functions of search engines will affect my decision to e-shop PSQ3
The reliability of Web sites will affect my decision to e-shop 10. Perceived service quality (PSvQ) PSvQ1 Delivery timing will affect my decision to e-shop PSvQ2
Ease of returning merchandise will affect my decision to e-shop PSvQ3
Ease of paying will affect my decision to e-shop PSvQ4
Privacy protection will affect my decision to e-shop 11. User acceptance (UA) UAPP (UA of physical products) I am willing to accept physical products obtained by e-shopping UADP (UA of digital products) I am willing to accept digital products obtained by e-shopping UAOS (UA of on-line services)
I am willing to accept on-line services obtained by e-shopping UAO (UA of ordering) I am willing to order on-line UAPS (UA of post-purchase services) I am willing to request post-purchase services on-line UAD (UA of delivery) I am willing to take delivery on-line UAP (UA of payment)
I am willing to pay on-line
The following measures were dropped in the model testing: A3 I feel that e-shopping is fair for both consumers and firms PEOUT4 I feel that most Web sites provide calculation functions on-line PEOUT5 I feel that most Web sites allow services to be easily requested on-line PU3 I will acquire real-time information through the Internet/WWW PU4 Searching for products/services on the Internet/WWW is effective PU5
Comparing the prices of products/services on the Internet/WWW is effective US5
The Internet/WWW enhances my coordination and communication skills in teamwork PSQ4 Network speed will affect my decision to e-shop
